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MEDIA BUDGETS SHIFT TO ENABLE MORE SPEND
  More than half (56%) of marketer and agency executives 
say they plan to increase ad spend on connected TV (CTV) 
in the next 12 months, 42% will keep CTV budgets the same, 
and just 2% will decrease them, according to the first CTV 
Landscape report from Advertiser Perceptions.
  The firm interviewed 306 advertisers — half marketers, half 
agencies — in May, according to MediaPost, which reported 
on Advertiser Perceptions’ findings. On average, buyers 
expect to dedicate one-third of their budgets to CTV. 
  “Advertisers are betting on CTV to solve fundamental 
marketplace challenges — from building reach in a 
fragmented market to offering addressability as other direct-
to-consumer targeting options fade,” said Erin Firneno, VP 
Business Intelligence at Advertiser Perceptions.
  Three in 10 say they’ll increase their overall media budgets 
to enable greater CTV spend, and the rest plan to shift dollars 
from TV or digital video.
  Advertisers perceive YouTube (including YouTube ads for 
CTV apps/screens and YouTube TV) and Hulu to be the 
CTV market leaders, with Amazon Advertising (including 
IMDb TV and Fire TV) third and Roku fourth. All four leaders 
had 20-point-plus leads over the rest of the field.
  At the same time, 58% of advertisers 
think that mid-tier publishers are essential 
to keep overall CTV campaign costs 
down, and 54% believe they can achieve 
reach goals by bundling mid-tier options. 
But six in 10 say they encounter greater 
brand safety and/or fraud concerns with 
mid-tier publishers.
  Programmatic buying and demand-side platforms (DSPs) 
are increasingly important to CTV buying. 
   At present, 70% report buying CTV ads from device 
manufacturers, 64% from AVOD platforms and 63% from 
vMVPDs. But over the next 12 months, that will shift to 71% 
with AVOD, 70% with device manufacturers and 62% with 
vMVPDs, according to the survey.
  Fully 92% report buying some CTV ads programmatically 
in the past 12 months. The most-cited benefits are better 
pricing, easier campaign optimization, easier to achieve scale 
and ability to activate video campaigns 
from a single platform. The most-cited 
challenges are lack of transparency as 
to which publishers air the ads, less 
control over the ad buy, brand safety 
concerns, and lack of transparency in 
ad-tech fees.
  The survey also confirmed that 
agencies, due to their roots in linear 
TV, are less likely than marketers to 
view digital video as the most important 
media type and more likely to have 
purchased linear in the past 12 months 
and to use linear budgets to fund CTV.

CTV: 56% OF BUYERS PLAN TO UP SPEND IN NEXT YEAR
ADVERTISER NEWS
  Walmart said yesterday it has started using fully driverless 
trucking in its online grocery business, aiming to increase ca-
pacity and reduce inefficiencies. Walmart and Silicon Valley 
start-up Gatik said that since August they’ve operated two 
autonomous box trucks — without a safety driver — on a 
7-mile loop daily for 12 hours. The Gatik trucks are loaded 
with online grocery orders from a Walmart fulfillment center 
called a “dark store.” The orders are then taken to a nearby 
Walmart Neighborhood Market grocery store in Bentonville, 
Ark., where Walmart is headquartered… Amazon maintains 
its commanding lead in the U.S. retail e-commerce space, 
generating 41% of the sales this year. Walmart and eBay 
are the closest runners-up, holding 6.6% and 4.2% of the 
market, respectively, in the long shadow of Amazon’s dou-
ble-digit share… The parent company of Staples remains 
determined to acquire its chief rival. USR Parent reaffirmed 
its proposal to acquire the consumer business of the ODP 
Corp., parent of Office Depot and OfficeMax, for $1 billion 
in cash. The proposal was delivered to the company on June 
4 and remains unchanged. It includes approximately 1,100 
Office Depot and OfficeMax retail stores, officedepot.com, 
and the Office Depot and OfficeMax intellectual property, 

including all brand names… Demand for 
new 5G smartphones and other consum-
er electronics is expected to be strong this 
holiday season and Apple and Samsung 
are expanding their brick-and-mortar pres-
ence to reach shoppers. Samsung will 
open its fifth U.S. experience store near 
Dallas and Apple is continuing its rollout of 

in-store shops at Target stores… IKEA will expand its small-
format planning studio concept to the West Coast next spring 
with the opening of two locations in Southern California. The 
stores will offer homeowners free consulting services on 
DIY remodeling and design projects, and shoppers will be 
able to order all the items needed for their projects and have 
them delivered… Midwest discount retailer Meijer is joining 
the rapidly growing trend of on-demand alcohol delivery. It’s

(Continued on Page 3)
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AVAILS
  Digital Sales Coordinator: KPRC 2 is seeking a highly 
motivated, detail-oriented individual to join our OMNE 
Houston Team as a Multimedia Sales Planner. 
OMNE, a division of Graham Media Group, 
brings together the best experts with the 
best technology in the industry to power our 
client’s success. We’re looking for a strategist 
who can understand a client’s business goals 
and map out a course of action to get there. 
To apply, please send resume via email to: Erin Hoffman, 

DSM: ehoffman@kprc.com. No calls, 
please. EOE.
  WHNS, Fox Carolina in beautiful 
Greenville, S.C., seeks a Sales 
Support Coordinator. This person 
works with and under the guidance of 
their respective sales team, providing 
sales support/service pertaining to all 
local business that the team manages. 
In addition, this person will assist 
in the process of executing station 
sponsorships, advertising product 

placement and sponsored integration for all Fox Carolina 
platforms and programs. The coordinator will work with 
internal departments, including sales, news, promotions, 
entertainment and engineering, as well as with external 
customers. CLICK HERE to apply. EOE.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  The number of vehicles removed from global production 
plans because of the global microchip shortage declined for 
the third straight week as Europe and China continue to be 
spared from major cuts, according to the latest estimates 
by AutoForecast Solutions. About 34,000 vehicles 
were trimmed from automakers’ production schedules 
worldwide. That’s down by nearly half from a week earlier, 
when 63,000 units were axed, and well down from 115,000 
units and 280,000 vehicles cut in the two weeks before 
that... Disney is celebrating the two-year anniversary of 
its streaming service by offering new and eligible existing 
subscribers one month of Disney+ for $1.99. The special 
pricing converts to the standard $7.99 monthly pricing 
thereafter unless canceled. The Disney+ bundle, which 
includes Hulu (with ads) and ESPN+, remains priced at 
$13.99 monthly; $19.99 when including Hulu without ads... 
The FCC has issued a notice of proposed rulemaking 
under which broadcasters’ TV licenses would expand to 
cover NextGen TV multicast streams, eliminating the need 
for stations to seek special permission for multicast deals. 
The National Association of Broadcasters has pushed 
for this change, arguing that license extensions to cover 
multicast streams would clarify responsibility for compliance 
or violations of FCC content rules... U.S. audio advertising 
and marketing spend is on track to grow 14.4% this year 
to $18.06 billion, the fastest growth rate in 40 years, driven 
by double-digit increases in over-the-air radio, streaming, 
podcast, satellite and Hispanic audio ad and marketing 
spend, according to PQ Media’s new United States Audio 
Media Forecast 2021.

200M DISCOVERY-WARNERMEDIA SUBS BY 2026?
  Discovery’s acquisition of WarnerMedia could rapidly boost 
the combined company to 200 million streaming subscribers 
in four years, according to one media analyst — placing it 
among a handful of direct-to-consumer premium players.
  “The transformative WarnerMedia merger, once closed, will 
create value as a fourth major direct-to-consumer provider, 
with one of the most broad-based content offerings alongside 
Disney’s bundles,” writes Tim Nollen, media analyst for 
Macquarie Research.
  He adds: “This could lead to nearly 100 million combined 
Discovery+/HBO subs in 2021 and 200 
million by 2026.”
  Discovery is working to align its 
technology platform with HBO Max 
— which will include an ad-supported 
offering, co-marketing with HBO Max and 
distribution arrangements with local pay-
TV and telco operators.
  Nollen says by the end of this year, 
discovery+ will be at 23 million subscribers, 
with HBO Max/HBO at 74 million. A total of 
around 100 million, including Discovery’s 
other D2C businesses, such as Motor Trend (1.3 million) 
and Food Network Kitchen (800,000), would rank just 
below the 131 million for Disney+ and 222 million for Netflix.
  He adds that about half of Discovery+’s 20 million subscribers 
are U.S.-based. In turn, half of those are subscribing to an ad-
free option and the other half subscribe to an “ad-supported” 
option.

DISTRIBUTION CENTERS ALSO NEED WORKERS
  As the launch of the holiday shopping season approaches, 
U.S. retailers are having significant issues in ramping up 
distribution center staffing, Chain Store Age reports.
  Nearly two-thirds (64%) of respondents said turnover at 
distribution centers has recently increased, according to a 
survey of more than 50 major retailers by global organizational 
consulting firm Korn Ferry. That’s more than double the 
percentage (31%) of those who cited increased turnover in 
a late 2019, pre-pandemic Korn Ferry survey. Nearly half 
(44%) of the surveyed retailers said current turnover rates 
are running at 40% or more. 
  With workers often receiving multiple offers, employers are 
finding that many workers are not showing up to the job, 
with only 15% saying 90% or more of distribution center 
employees make it to work on their first day. More than a 
third (35%) say that only between one-half to three-quarters 
of employees show up on their first day.
  In light of many retail growth plans, distribution center worker 
shortages could get worse, warned Korn Ferry. Nearly three-
quarters (69%) said they plan on increasing the size of their 
distribution center workforce in 2022, and 46% plan on 
opening additional distribution centers.
  In terms of compensation, the most common minimum start 
rate is $14 to $15 an hour, according to the survey. More 
than a third (37%) say they offer sign-on bonuses for hourly 
associates, with the most common bonus range being $500 
to $999.
  The Korn Ferry survey of more than 50 major U.S. retailers, 
with annual revenues of $50 million to more than $20 billion, 
took place in late October 2021.
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ACCOUNT ACTION
  WPP is the big winner in Coca-Cola Co.’s massive agency 
review, beating out Publicis Groupe in the final round of 
lengthy pitch for the beverage giant’s creative, media, data 
and marketing technology business spanning more than 
200 countries. The holding company will form a bespoke 
team called OpenX to handle the account, assuming a role 
Coca-Cola describes as “global marketing network partner.” 
WPP is charged with overseeing end-to-end marketing 
solutions across Coca-Cola’s entire beverage portfolio, 
which includes some 200 brands including sodas such as 

Coke and Sprite, as well as sports drinks, 
juices, coffee, tea and plant-based drinks. 
Coca-Cola ranks as the world’s 17th-
largest global advertiser, according to Ad 
Age Datacenter. The company reported 
worldwide ad spending of $2.78 billion in 
2020, down sharply from pre-pandemic 
spending of $4.25 billion in 2019.

ADVERTISER NEWS
(Continued from Page 1)
It’s partnering with online delivery platform 

Instacart to deliver alcohol from more than 180 store locations 
across Illinois, Michigan and Ohio. The retailer is launching 
home delivery of online beer, wine and spirits orders from 
its stores as the service becomes increasingly popular (and 
lucrative) across the country... Macy’s is the latest retailer to 
sweeten its benefits and wages in a bid to attract talent in a 
tight labor market. The department store chain said yesterday 
it will raise its minimum wage, for new and current workers, 
to $15 per hour by next May. Once the higher pay is in effect, 
Macy’s average base pay will be above $17 per hour, and 
average total pay will be $20 an hour, the company said. 
Macy’s is also adding an education benefit that will cover 
100% of tuition, books and fees. Target, Walmart, Chipotle 
and Starbucks already offer similar perks.
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Wearing a turtleneck is like 
being strangled by a really 

weak guy, all day.

WHEN IT COMES TO TOYS, THE BIG PLAYERS RULE
  A report by The Washington Post says global supply-chain 
challenges are causing problems for everyone, including 
small U.S. retailers trying to acquire toys for the holidays.
  Those retailers — and small manufacturers — already 
crushed by large national brands during the pandemic, are 
being disproportionately walloped by delays, shortages 
and other supply chain disruptions. In many cases, they’re 
losing out to giants like Walmart and Amazon, which are 
spending millions to charter their own ships and planes to 
move merchandise.
  Independent shop owners, who have no 
such recourse, say they’re often the last in 
line for products because manufacturers 
prioritize larger, more lucrative contracts.
  “The message in the toy business has 
always been: Walmart and Target first,” 
said Sean Maharaj, managing director 
at consulting firm AArete and a former 
supply chain analyst for Mattel. “As a 
toymaker, once you miss your opportunity 
with a large outlet or have an out-of-stock, 
you end up on their black list. That’s 
enough to sink your business.”
  Even the country’s biggest toy companies are being 
impacted. Hasbro, which makes Monopoly, Play-Doh and 
Baby Alive, said supply chain disruptions delayed $100 
million in orders during the most recent quarter. Its largest 
competitor, Mattel, said last month that rising freight prices 
were cutting into profits, and that it is “working closely with 
retail partners to meet consumer demand.”

SMI FORECASTS DOUBLE-DIGIT AD GROWTH IN Q4
  Overall ad spend is forecast to increase by double-digits 
year-over-year in October, November and December, 
furthering gains made by the ad industry at the end of last 
year as it recovered from the COVID downturn in spring 2020.
  A new forecast by Standard Media Index — which pools 
planning and invoicing records from major ad agency holding 
companies and major independents — is based on “forward 
booking” commitments that agencies make with media 
publishers in advance.
  The analysis in SMI’s Pacing Report sees TV making 
modest gains over Q4 2020, with growth particularly in the 
local TV market.
  The new SMI Q4 report drills down into the Toys & Games 
category, which spends 60% of its annual ad budget in the last 
three months of the year. Historically, the category allocated 
75% of its media mix for cartoons shown on television. From 
1990-2010, SMI says, this ad spend saw a media mix shift 
from broadcast network and nationally syndicated cartoons to 
cable kids’ TV networks. However, with digital-first Millennials 
now the parents of most children, linear video is no longer as 
dominant with this age cohort.
  Spend is shifting in Q4 away from TV. While cable TV 
networks had peaked at 65% or more of the media mix 
roughly a decade ago, according to SMI between 2017 and 
2019, cable kids’ networks accounted for just 40% of toys 
& games ad spend. In 2020, that dropped to 31%. Digital, 
across all platforms and publisher types, hit 47% of the 
media mix last year, an eight percentage-point jump from the 
average of 2017-19.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY


